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This cross-cultural experiment (N = 1,000) shows that messages designed to promote financial literacy are differently effective among U.S. and Arab consumers depending on the salience of materialistic thoughts at the time of exposure. Among U.S. consumers, financial literacy messages increased savings intention by heightening the importance of saving when materialistic thoughts were salient but had no impact otherwise. This is consistent with existing research which has largely focused on WEIRD countries (Western, Educated, Industrial, Rich, Democratic; Henrich, Heine, & Norenzayan, 2010). However, among Arab consumers (data collected in the United Arab Emirates), we found that financial optimism was a key construct to explain savings behaviors. Specifically, our results show that financial literacy messages lower levels of financial optimism, and thus, increase savings intention at baseline levels. When materialistic thoughts are salient, our results suggest that Arab consumers prefer spending in the presence of financial literacy messages because having materialistic thoughts heightens financial optimism when one is assured that acquiring financial knowledge and skills guarantees one's financial success.

Introduction

Financial literacy refers to a form a consumer expertise pertaining to the ability to understand and engage in both short-term financial management and long-term financial planning [START_REF] Kaiser | Financial education affects financial knowledge and downstream behaviors[END_REF][START_REF] Lusardi | The economic importance of financial literacy: Theory and evidence[END_REF]. Measurement methods typically include a wide array of objective knowledge (e.g., what are stocks versus bonds) and skills (e.g., numeracy) deemed necessary for effective financial decision making [START_REF] Kaiser | Financial education affects financial knowledge and downstream behaviors[END_REF][START_REF] Lusardi | The economic importance of financial literacy: Theory and evidence[END_REF]. Research suggests that financial literacy is favorably associated with financial well-being [START_REF] Lusardi | The economic importance of financial literacy: Theory and evidence[END_REF] and a myriad of positive outcomes, including higher emergency savings levels (Babiarz & Robb, 2014), retirement readiness [START_REF] Lusardi | How ordinary consumers make complex economic decisions: Financial literacy and retirement readiness[END_REF], and lower costs of debt [START_REF] Lusardi | Debt literacy, financial experiences, and over-indebtedness[END_REF].

Although financial literacy benefits consumers, their level of expertise in financial matters tends to be low. Studies show that many adult consumers in developed countries have limited financial knowledge that typically does not cover crucial concepts such as interest compounding, properties of stocks and bonds, or the basics of risk diversification [START_REF] Lusardi | The economic importance of financial literacy: Theory and evidence[END_REF][START_REF] Lusardi | Debt literacy, financial experiences, and over-indebtedness[END_REF]. We find evidence of financial illiteracy worldwide.

The OECD report on adult financial literacy in G20 countries revealed that overall fewer than half of the respondents (48%) could answer 70% of the financial knowledge questions correctly (the minimum target score) (OECD, 2017).

As a result, enhancing financial literacy among populations has become a prominent matter in public policies. For instance, April was declared National Financial Literacy Month in the United States in 2004 while Canada followed in 2012 by proclaiming November as such. During that time, local authorities, nonprofits, employers, financial service providers, and educational institutions endeavor to organize events and share resources aimed at helping consumers learn how to manage their personal finances successfully [START_REF] Cfpb | Navigating the market[END_REF]OECD, 2017).

However, the actual and opportunity costs of those programs have been substantial. It was estimated that $670 million are spent annually by the public and private sectors in the United States, specifically to provide financial education [START_REF] Cfpb | Navigating the market[END_REF]. For this reason, the effectiveness of financial education programs has come under scrutiny in recent years [START_REF] Kaiser | Financial education affects financial knowledge and downstream behaviors[END_REF]. The reality is that financial education interventions have relied on a rational approach and mainly consisted in providing factual knowledge [START_REF] Kaiser | Financial education affects financial knowledge and downstream behaviors[END_REF][START_REF] Lusardi | The economic importance of financial literacy: Theory and evidence[END_REF]2017). However, poor financial decisions are not necessarily born out of misinformation. For example, people may receive relevant and comprehensive information about saving but still show reluctance to act because specific financial advice might leave them overwhelmed and demotivated (Khenfer et al., 2017a). Even the most comprehensive programs might prove ineffective if they ignore the psychological mechanisms involved in consumers' financial decisions (Khenfer et al., 2017a;[START_REF] Richins | Materialism, transformation expectations, and spending: Implications for credit use[END_REF][START_REF] Ward | On a need-to-know basis: How the distribution of responsibility between couples shapes financial literacy and financial outcomes[END_REF]. This is particularly problematic in the age of mass consumption where interventions designed to help consumers prepare their financial future must coexist with frequent appeals to their desire to acquire material possessions (e.g., advertisements). In this research, we suggest that at the very least, financial literacy messages remind consumers of the importance of savings when the desire to acquire material possessions is at the forefront of their thinking, that is, when materialistic thoughts are salient in the mind of consumers. Specifically, we expected that financial literacy messages would heighten the perceived importance of saving, and in turn, increase savings intention when materialistic thoughts are salient, but not when they are not. In doing so, this research highlights the role of the salience of materialistic thoughts in examining consumers' relationship with money and contrasts with previous research which has overwhelmingly treated materialism as a trait rather than a manipulated factor (e.g., [START_REF] Gladstone | Can psychological traits be inferred from spending? Evidence from transaction data[END_REF][START_REF] Richins | Materialism, transformation expectations, and spending: Implications for credit use[END_REF].

Moreover, the present research highlights that conclusions drawn from investigations of saving behaviors in Western countries, and in particular the United States, do not necessarily apply to the rest of the world. In this research, we chose to put the spotlight on the Arab world1 as a source of cross-cultural comparison. We sought to rely on a cultural setting relatively homogenous in terms of some fundamental aspects that help define a culture such as language, religion, values, and traditions (Abu-Lughod, 1989;[START_REF] Deeb | Anthropologies of Arab-majority societies[END_REF]Kuper, 1999). Cross-cultural studies have shown that Arab-majority countries score similarly on cultural dimensions such as individualism or indulgence while scoring rather differently from the United States (Hofstede Insights, 2021). Moreover, we chose a cultural setting allowing us to make relevant comparisons with the United States given the closeness of their population size (approximately 430 million and 330 million, respectively; World Bank, 2021a).

Recent survey data reveal higher economic optimism indices in Arab-majority countries compared to Western countries. For instance, 74% of respondents in the United Arab Emirates felt confident in their country's economic recovery after Covid-19 against 41% in the United States, 23% in Germany, and 17% in the United Kingdom (McKinsey, 2021). Ipsos' Primary Consumer Sentiment Index-a measure of consumer attitudes on the current and future state of the local economy, personal financial situation, and ability to save and invest-was higher in Saudi Arabia than the United States and the world average (Ipsos, 2021). Other polls reveal the same pattern pre-pandemic and in less economically stable Arab-majority countries such as Iraq where, in 2017, 45% felt that the upcoming year would be a year of economic prosperity whereas this number dropped to 28% in the United States and 17% in the European Union (Gallup, 2017).

We argue that the pervasiveness of religion in Arab-majority countries (Abu-Lughod, 1989;[START_REF] Deeb | Anthropologies of Arab-majority societies[END_REF] has led Arab consumers to endorse a positive outlook toward their financial future. Our reasoning is based on the role of religion as a contributing factor to higher levels of optimism [START_REF] Mattis | Religiosity, racism, and dispositional optimism among African Americans[END_REF][START_REF] Schutte | Optimism, religiosity, and neuroticism: A crosscultural study[END_REF] and a source of beliefs enabling individuals to perceive that God can influence personally relevant outcomes (Khenfer et al., 2017a;2017b;[START_REF] Landau | When and why does belief in a controlling God strengthen goal commitment[END_REF]. As such, we expected that financial literacy messages-which suggest in essence that one's financial success depends on one's willingness to acquire financial knowledge and skills-would lower levels of financial optimism, and thus, increase savings intention at baseline levels (i.e., when materialistic thoughts are not salient). When materialistic thoughts are salient, we expected that Arab consumers would prefer spending rather than saving in the presence of financial literacy messages because having materialistic thoughts would heighten financial optimism when one is assured that acquiring financial knowledge and skills guarantees one's financial success.

Hypotheses development

Materialism undermines the perceived importance of saving

The materialism literature encompasses various definitions and has conceptualized materialism as a cultural or structural variable for purposes of examining institutions within a cultural setting [START_REF] Inglehart | Post-materialism in an environment of insecurity[END_REF], a human characteristic associated with specific personality traits such as envy, nongenerosity, and possessiveness (Belk, 1985), or a cluster of beliefs and values that guides people's attitudes and behaviors in their daily lives [START_REF] Richins | The material values scale: Measurement properties and development of a short form[END_REF]. This latter perspective on materialism has been widely used in recent years in the psychology (e.g., [START_REF] Gladstone | Can psychological traits be inferred from spending? Evidence from transaction data[END_REF][START_REF] Teng | Situational cuing of materialism triggers self-objectification among women (but not men): The moderating role of self-concept clarity[END_REF] and consumer research literature (e.g., [START_REF] Kim | Situational materialism: How entering lotteries may undermine selfcontrol[END_REF][START_REF] Yoon | Keeping the American dream alive: The interactive effect of perceived economic mobility and materialism on impulsive spending[END_REF]. Therefore, we adopt [START_REF] Richins | The material values scale: Measurement properties and development of a short form[END_REF] view for the purpose of this research and formally define materialism as a value that emphasizes the importance of material possessions and their acquisition in one's life. Materialism is most typically viewed as a trait, that is, an individual difference that remains stable across time and situations (e.g., Belk, 1985;[START_REF] Gladstone | Can psychological traits be inferred from spending? Evidence from transaction data[END_REF][START_REF] Inglehart | Post-materialism in an environment of insecurity[END_REF][START_REF] Richins | The material values scale: Measurement properties and development of a short form[END_REF]. Nevertheless, research has begun to treat materialism as a state, that is, a pattern of thinking and behaving that may be salient or not based on the situation people face [START_REF] Kim | Situational materialism: How entering lotteries may undermine selfcontrol[END_REF][START_REF] Teng | Situational cuing of materialism triggers self-objectification among women (but not men): The moderating role of self-concept clarity[END_REF].

Although materialism measured as a stable characteristic has been shown to be impervious to experimental manipulations [START_REF] Yoon | Keeping the American dream alive: The interactive effect of perceived economic mobility and materialism on impulsive spending[END_REF], the accessibility of materialistic thoughts can be manipulated [START_REF] Kim | Situational materialism: How entering lotteries may undermine selfcontrol[END_REF][START_REF] Teng | Situational cuing of materialism triggers self-objectification among women (but not men): The moderating role of self-concept clarity[END_REF]. Attitudes and behaviors guided by life values are not constantly present in people's mind, they tend to be activated by priming stimuli [START_REF] Fazio | The role of attitude accessibility in the attitude-to-behavior process[END_REF]. To the extent that values can be considered as cognitive goals that direct behaviors [START_REF] Schwartz | Universals in the content and structure of values: Theoretical advances and empirical tests in 20 countries[END_REF], materialism can be more or less salient depending on the circumstances. As such, materialistic consumers may not let materialism dictate their choices until they are prompted to do so. Thus, it is fair to argue that manipulating the salience of materialistic thoughts can bring the importance ascribed to material possessions at the forefront of consumers' thinking when facing a decision.

A long line of research has demonstrated a positive association between materialism and spending. Specifically, materialism has been showed to be associated with a favorable attitude toward borrowing and credit overuse [START_REF] Richins | Materialism, transformation expectations, and spending: Implications for credit use[END_REF], to lead to impulsive spending [START_REF] Yoon | Keeping the American dream alive: The interactive effect of perceived economic mobility and materialism on impulsive spending[END_REF], to accurately predict the purchase of material goods [START_REF] Gladstone | Can psychological traits be inferred from spending? Evidence from transaction data[END_REF], and to strongly influence consumers' inadequacy to manage their credit [START_REF] Donnelly | The Big Five personality traits, material values, and financial well-being of self-described money managers[END_REF]. Overall, research suggests that materialism fosters the importance of spending to buy now the things consumers wish to possess, regardless of their ability to afford them and at risk of getting themselves into debt. Put differently, materialism undermines the perceived importance of saving.

In this research, we argue that financial literacy messages are particularly effective in the face of materialism. We suggest that such messages highlight the perceived importance of saving by forcing consumers to contrast they desire to buy the things they want now with the more rational option of saving for later. Supporting studies show that materialistic consumers steer clear of impulsive spending when they perceive the prospect of achieving financial success [START_REF] Yoon | Keeping the American dream alive: The interactive effect of perceived economic mobility and materialism on impulsive spending[END_REF]. Specifically, priming the belief that people can attain financial success if they provide efforts led participants to regulate their behavior toward long-term financial goals rather than short-term material pleasure. While [START_REF] Yoon | Keeping the American dream alive: The interactive effect of perceived economic mobility and materialism on impulsive spending[END_REF] found this effect specifically among those scoring high on materialism with no effect among nonmaterialists, past research suggests that most U.S. consumers hold materialistic attitudes (Belk, 1985). Thus: H1: For U.S. consumers, exposure to financial literacy messages increases savings intention when materialistic thoughts are salient, but not when they are not. H2: For U.S. consumers, the boost in savings intention following exposure to financial literacy messages in the context of salient materialistic thoughts, is driven by heightened perceptions of the importance of saving.

The literature on which rely these hypotheses is essentially based on data collected in Western countries, and in particular in the United States. Yet, the psychological processes that research has highlighted in Western, educated, industrialized, rich and democratic societies do not necessarily apply to the rest of the world [START_REF] Henrich | Most people are not WEIRD[END_REF]. Would the same outcomes be found in different settings where cultural dynamics may influence differently the interplay between consumer materialism and their response to financial literacy messages?

A cross-cultural perspective: spotlight on the Arab consumer

As Arab governments have acknowledged the importance of financial education policies (Arab Monetary Fund, 2016), regional and national initiatives launched by financial service providers, public authorities, and non-governmental organizations have multiplied across the region. Examples include the introduction of financial literacy as part of school curricula in Jordan and the Palestinian territories among others (Arab Monetary Fund, 2016;Attia & Engelhardt, 2016). Although the number of initiatives and activities has risen quickly in recent years, many of them have not been monitored or had their impact evaluated, thus making their effectiveness difficult to assess (Attia & Engelhardt, 2016).

We predicted that the effectiveness of financial literacy messages among Arab consumers would be driven by financial optimism. While optimism is formally defined as generalized positive expectations about future events [START_REF] Weinstein | Unrealistic optimism about future life events[END_REF], financial optimism refers to positive expectations about desired outcomes in the domain of personal finance (Balasuriya et al., 2014;[START_REF] Puri | Optimism and economic choice[END_REF]. Research suggests that optimistic biases may vary across situations [START_REF] Weinstein | Unrealistic optimism about future life events[END_REF] and foster poor financial decisions by leading individuals to overestimate (underestimate) the probability that favorable (unfavorable) outcomes will occur. A long line of research has demonstrated a negative association between optimism and healthy savings behaviors. For instance, optimism has been shown to be associated with underestimation of credit card interest rates [START_REF] Frank | Do credit card users systematically underestimate their interest rates? Evidence from the Survey of Consumer Finances[END_REF], adoption of disproportionate credit card features given actual borrowing capacity [START_REF] Yang | Unrealistic optimism in consumer credit card adoption[END_REF], reluctance to join pension schemes (Balasuryia et al., 2014), and greater willingness to risk current savings for future, uncertain gains (Angelini & Cavapozzi, 2017).

The current state of research on the relationships between cultural variables and optimism is somewhat inconclusive due to conflicting findings. Although evidence of crosscultural differences exists (e.g., [START_REF] Chang | Cultural differences in optimism, pessimism, and coping: Predictors of subsequent adjustment in Asian American and Caucasian American college students[END_REF], other studies comparing similar settings found no effect of culture on optimism [START_REF] Sinha | Stress and coping among students in India and Canada[END_REF]. This stream of research has also suffered from a lack of diversity in terms of rarely sampling individuals from developing countries [START_REF] Gallagher | Optimism is universal: Exploring the presence and benefits of optimism in a representative sample of the world[END_REF]. A meta-analytical investigation of optimism across 22 countries which included 171 articles revealed that none of them was Arab [START_REF] Fischer | Is optimism universal? A meta-analytical investigation of optimism levels across 22 nations[END_REF].

Here, we argue that at baseline levels (i.e., in the absence of any prime), Arab consumers are prone to financial optimism. Our reasoning is based on the role of religion as both a contributing factor to higher levels of optimism and a pervasive and prominent aspect of Arab societies. On the one hand, we find evidence that religion is positively associated with optimism [START_REF] Mattis | Religiosity, racism, and dispositional optimism among African Americans[END_REF][START_REF] Schutte | Optimism, religiosity, and neuroticism: A crosscultural study[END_REF]. A possible explanation lays on the fact that most religions entail beliefs in divine control, that is, the belief that powerful supernatural agents-typically God-can intervene in worldly affairs to bring order (Atran & Norenzayan, 2004). Supporting studies show that such beliefs foster the perception that those agents can influence personally relevant outcomes and improve chances of success (Khenfer et al., 2017a;2017b;[START_REF] Landau | When and why does belief in a controlling God strengthen goal commitment[END_REF].

On the other hand, religion-and more specifically Islam-has repeatedly been viewed as a central aspect of Arab societies given the pervasiveness of religious rituals in people's lives (e.g., calls to prayer throughout the day) and the attachment to religious values and traditions which often translate into daily habits (e.g., dress code, verbal expressions such as "Inch'Allah" meaning "God willing") (Abu-Lughod, 1989;[START_REF] Deeb | Anthropologies of Arab-majority societies[END_REF].

Attesting to the importance of religion in Arab-majority countries, survey data reveal that the proportion of individuals identifying as "not religious" is far lower in the Arab world (i.e., 1%; [START_REF] Pew | The future of world religions: population growth projections, 2010-2050 Middle East-North Africa[END_REF] than in the United States (i.e., 26%; [START_REF] Pew | The future of world religions: population growth projections, 2010-2050 Middle East-North Africa[END_REF]. Thus, we expected that at baseline levels (i.e., when materialistic thoughts are not salient), the absence of financial literacy messages would lead Arab consumers to feel optimistic about their financial future, and thus, prefer to spend rather than save. In contrast, the presence of such messages might challenge their financial optimism by suggesting that one's financial well-being depends on their willingness to acquire the necessary knowledge and skills, and thus, lead them to save rather than spend. Formally, we hypothesized the following:

H3: For Arab consumers, exposure to financial literacy messages increases savings intention when materialistic thoughts are not salient, but not when they are.

H4: For Arab consumers, the boost in savings intention following exposure to financial literacy messages in the context of non-salient materialistic thoughts, is driven by lowered levels of financial optimism.

While we expected that the salience of materialistic thoughts would have a moderating role, we predicted that it would be limited to situations where Arab consumers received financial literacy messages. To the extent that Arab consumers are prone to feel optimistic, we predicted that activating materialistic thoughts would encourage spending intention by inflating financial optimism in the context of receiving financial literacy messages, but not without this reminder that acquiring financial knowledge and skills guarantees one's financial success. For this reason, we did not expect that financial literacy messages would increase savings intention when materialistic thoughts were salient as we did for U.S. consumers. Formally, we hypothesized the following: H5: For Arab consumers, the salience of materialistic thoughts (vs. baseline levels) lowers savings intention in the presence of financial literacy messages, but not in their absence.

H6: For Arab consumers, the drop in savings intention following salient materialistic thoughts in the presence of financial literacy messages, is driven by higher levels of financial optimism.

Method

Participants

We collected the data (N = 1,000, 46.7% female, mean age: 36.5, SDage = 9.1) through the service of two online panel providers, namely Prolific in the United States and YouGov in the United Arab Emirates (UAE). Both providers reward respondents for their participation in surveys with cash prizes. Data collection occurred around the same time for both subsamples within a two-week time frame across April and May 2020. The data collected in the United States consisted of American nationals residing in the country while the data collected in the UAE consisted of nationals from Arab-majority countries residing in the UAE. Because UAE nationals constitutes less than 20% of the UAE population (World Bank, 2021b), we broadened data collection to Arab expatriates, i.e., nationals from Arab-majority countries living in the UAE under a residency visa. We sought to recruit participants who had been socialized in an overarching cultural setting (American vs. Arab) where the influence of its dominant cultural aspects (e.g., values) would have contributed to sharing a common cultural background despite cultivating individual differences. Details on the demographics are provided in Table 1.
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Procedure

We ran this study under the pretense of investigating people's reaction to official communication campaigns designed to promote virtuous behaviors. Participants were first asked to complete a questionnaire which was presented as containing questions designed to measure different aspects of their personalities. All the participants started off with a set of five filler questions which included the following attention check "I am paying attention.

(Please select "strongly agree" to show you pay attention)." Those who failed to answer "strongly agree" were automatically screened out. We manipulated the salience of materialistic thoughts by randomly asking half the participants to complete the material values scale [START_REF] Richins | The material values scale: Measurement properties and development of a short form[END_REF] while the other half was redirected to the next part of the study and completed the same scale at the end of the study, just before the demographic form.

Next, we introduced participants to the main part of the study. We informed them that they would be taking part in a quiz where they would earn fictitious money by guessing whether a series of eight Instagram posts were real or fake. This served as our manipulation of exposure to financial literacy messages. We reasoned that the feeling of dealing with earned fictitious money would give more substance to the scenario used for the dependent variable where participants were asked how much of an ad hoc cash payment they would save or spend. All participants saw the same final amount in each subsample. The two final amounts were somewhat equivalent in terms of local purchasing power and given the exchange rate (USD 1 ≈ AED 3.7).

Finally, participants completed the mechanism and control variables followed by a series of demographic questions. Participants were eventually debriefed and thanked.

Participants in the UAE subsample could complete the study in Arabic (77.6%) or in English (22.4%). The Arabic version resulted from a back translation performed by two research assistants hired for the purpose of this study. Both spoke Arabic and English fluently. This process was implemented for the entire study.

Independent Variables

Salience of materialistic thoughts. Participants were asked to complete the 15-item material values scale [START_REF] Richins | The material values scale: Measurement properties and development of a short form[END_REF]) on a 7-point scale (1=Strongly disagree, 7=Strongly agree; α=.85) either at the beginning or at the end of the study depending on random allocation to conditions (not salient vs. salient). Example items include "The things I own say a lot about how well I'm doing in life" (see supporting information). This technique has been used successfully in past research to manipulate the salience of value systems in people's mind, including religious thinking (e.g., [START_REF] Schumann | Religious magnanimity: Reminding people of their religious belief system reduces hostility after threat[END_REF]. It builds on the assumption that having participants answer questions about their beliefs and habits pertaining to a specific value system facilitates the cognitive accessibility of associations related to said value system and affects how subsequent information is encoded, even if that information derives from unrelated contexts (e.g., financial literacy messages) (Shariff et al., 2015). This minimal priming procedure thus allowed us to put materialistic thoughts at the forefront of participants' thinking by prompting them to think about the role of materialism in their life.

Financial literacy messages. Participants were randomly assigned to one of two conditions (neutral vs. financial literacy). In both conditions, they were exposed to a series of eight Instagram posts (see supporting information). They were translated in Arabic in the UAE subsample. Following each post, participants were asked whether it was real or fake and then answered a series of manipulation-check questions to ensure the posts did not vary between conditions on a series of dimensions: attractiveness (unattractive vs. attractive), credibility (unconvincing vs. convincing), interest (uninteresting vs. interesting), and originality (unoriginal vs. original). Each item was measured on a 5-point semantic differential scale.

Cultural context. As a third experimental factor, we included the cultural context which opposed participants born and residing in the USA on one hand, and participants born in an Arab-majority country and residing in the UAE on the other hand.

Outcome and Mediating Variables

Following the quiz, participants read that because of their answers, they supposedly earned a total of $1,000 (USA subsample) or AED 4,000 (UAE subsample). They were subsequently asked how much of the money they would hang on to (save) instead of letting go to buy things (spend). Participants provided their answer using a slider anchored by "0; Spend everything" and "1,000 [4,000]; Save everything" (see supporting information). To the extent that participants answered less than the maximum, they were invited to provide details concerning what they would buy with the money they would not save. Random examples include "a bike," "clothing," and "Apple Airpods." The dependent variable was normally distributed in both the USA and UAE subsamples as skewness and kurtosis were lower than |1.5|. Participants' responses were converted into percentage of the overall amount, thus ranging from 0% to 100%.

Next, we measured financial optimism using four items [START_REF] Tam | Saving in cycles: How to get people to save more money[END_REF]: "I will probably have more money to spend in the future than I have now," "In the future, my income flow will be a lot higher than it is now," "I feel optimistic that I will be able to save more in the future in comparison to what I can save now," and "I will be able to control my spending more in the future than I do now." Participants answered on a 7-point scale (1 = Strongly disagree, 7 = Strongly agree; α = .87). Next, we measured the perceived importance of saving ("How important is it for you to save money?" 1 = Not important at all, 7 = Extremely important). Finally, we measured a series of additional variables that could be considered as possible alternative explanations for our effects. They included the perceived importance of indulging ("How important is it for you to indulge, to treat yourself?" 1 = Not important at all, 7 = Extremely important), the appeal of a western lifestyle ("To me, living in the West, and in particular in the United States, is appealing" and "I am glad [wish] I live in the West, and in particular in the United States" 1 = Strongly disagree, 7 = Strongly agree; r 

Control Variables

We controlled for several covariates to test the robustness of our results to the inclusion of independent variables that were dimmed to have an influence on savings intention. We controlled for the effect of materialism measured as an individual difference using the material values scale described earlier. One could argue that the relationship between the salience of materialistic thoughts and savings intention was distorted by the extent to which participants endorsed materialistic values. We measured participants' perceived socioeconomic status to control for the perceived availability of financial resources [START_REF] Jong | Assessing sensitive consumer behavior using the item count response technique[END_REF] using three items ("I have enough money to buy the things I want," "I don't need to worry too much about paying my bills," and "I don't think I'll have to worry about money too much in the future" 1 = Strongly disagree, 7 = Strongly agree; α = .81). We measured participant's perceived competence concerning money management [START_REF] Khenfer | Customer empowerment in the face of perceived incompetence: Effect on preference for anthropomorphized brands[END_REF] using two items ("I have confidence in my ability to manage my money effectively" and "I have excellent money management skills and ability" 1=Strongly disagree, 7=Strongly agree; r = .78, p < .001). Finally, we controlled for the effect of mood using an 11-point item anchored by (-5) "very negative mood" and (+5) "very positive mood," and gender. Past research has shown significant differences between men and women concerning financial literacy levels and economic behaviors [START_REF] Lusardi | The economic importance of financial literacy: Theory and evidence[END_REF][START_REF] Lusardi | Debt literacy, financial experiences, and over-indebtedness[END_REF].

Analyses revealed nonsignificant interactions between the experimental factors and the covariates, thus suggesting no overlap in explaining the variance of savings intention and warranting their inclusion in the model. The following results account for the five covariates but remained similar without them, or even stronger than those we present here (see supporting information).

Results

Manipulation Checks

Analyses revealed no significant difference between the Instagram posts used in the neutral and financial-literacy conditions in terms of attractiveness (t(998) = .12, p = .902, Moreover, chi-square tests revealed that the number of participants who answered that none, one, two, three, four, five, six, seven, or all eight of the Instagram posts were real (vs. fake) did not significantly vary across experimental conditions (ps > .16).

MNeutral = 3.42, MFinancial literacy = 3.

Measurement validation

We first assessed equivalency of scales across the USA and UAE subsamples 2 following recommendations from past research [START_REF] Steenkamp | Assessing measurement invariance in crossnational consumer research[END_REF][START_REF] Cheung | Evaluating goodness-of-fit indexes for testing measurement invariance[END_REF]. First, we performed exploratory factor analyses on the USA and UAE subsamples separately and then on the pooled sample. Items loaded similarly in the two 2 Discarding the English-speaking UAE residents yielded similar results. groups (see supporting information). We then tested for invariance based on differences between CFI values (ΔCFI) exhibiting a probability lower than 0.01. While other methods (e.g., likelihood-ratio test) have been criticized for being excessively stringent, this criterium has been shown to perform reliably independent of model complexity and sample size [START_REF] Cheung | Evaluating goodness-of-fit indexes for testing measurement invariance[END_REF]. To assess measurement invariance, we ran confirmatory factor analyses with loadings first estimated freely (configural model: CFI = .948, SRMR = .086, RMSEA = .038 [.035; .041], χ²(384) = 927.00, p < .001) and then constrained to be equal across samples (measurement model: CFI = .941, SRMR = .086, RMSEA = .039 [.036; .042], χ²(400) = 1019.38, p < .001). A CFI-difference test in which the constrained and unconstrained models were compared suggested measurement invariance (ΔCFI = .006). A similar test to assess equivalence of factor covariance yielded comparable results (structural model: CFI = .938, SRMR = .090, RMSEA = .039 [.036; .042], χ²(421) = 1065.34, p < .001; ΔCFI = .010), thus arguing for structural invariance. As a result, we pooled the USA and UAE subsamples for the rest of our analyses.

Hypothesis Tests

Main analyses: Total effects of predictors on savings intention

We conducted an OLS regression analysis to test the effects of financial literacy messages (neutral = -.5, financial literacy = .5), salience of materialistic thoughts (not salient = -.5, salient = .5), cultural context (USA = -.5, UAE = .5), all their interactions, and the five covariates on savings intention (Table 2, column "total effects"). We found that our three experimental factors had a main effect on savings intention (financial literacy messages: b = .03, SE = .02, t(987) = 1.88, p = .061; salience of materialistic thoughts: b = -.03, SE = .02, t(987) = -1.73, p = .084; cultural context: b = -.04, SE = .02, t(987) = -2.16, p = .031).

Importantly, the predicted three-way interaction was significant (b = -.19, SE = .07, t(987) = -2.91, p = .004). Further analyses revealed that the financial literacy messages × salience of materialistic thoughts interaction was significant in both the USA subsample (b = .10, SE = .05, t(987) = 2.15, p = .032) and the UAE subsample (b = -.09, SE = .05, t(987) = -1.96, p = .050), thus warranting further investigations.

INSERT_TABLE_2_ABOUT_HERE

Spotlight analyses [START_REF] Spiller | Spotlights, floodlights, and the magic number zero: Simple effects tests in moderated regression[END_REF] revealed different trends across the USA and the UAE subsamples (Figure 1). First, in the USA subsample, we found that financial literacy messages had beneficial effects on savings intention when materialistic thoughts were salient (b = .10, SE = .03, t(987) = 2.98, p = .003; Estimated value Neutral = 66.3%, SE = .02, Estimated value Financial literacy = 76.2%, SE = .03), but not when they were not (b = -.00, SE = .03, t(988) = -.07, p = .943; Estimated value Neutral = 75.7%, SE = .03, Estimated value Financial literacy = 75.5%, SE = .02), thus supporting H1. Put differently, when USA participants saw the neutral Instagram posts, the salience of materialistic thoughts had a negative effect on savings intention (b = -.09, SE = .03, t(987) = -2.82, p = .005), but when USA participants saw the posts promoting financial literacy, this effect disappeared (b = .00, SE = .03, t(987) = .23, p = .817).

Second, in the UAE subsample, we found that financial literacy messages had beneficial effects on savings intention when materialistic thoughts were not salient (b = .06, SE = .03, t( 987 Finally, when UAE participants saw the posts promoting financial literacy, the salience of materialistic thoughts had a negative effect on savings intention (b = -.06, SE = .03, t(987) = -1.83, p = .067) but not when UAE participants saw the neutral posts (b = .03, SE = .03, t(987) = .94, p = .347), thus supporting H5. We ran a moderated mediation analysis following Hayes (2018, model 12). First, we conducted separate regressions predicting the mediating variables from financial literacy messages, salience of materialistic thoughts, cultural context, all their interactions, and the five covariates.

Regressing the perceived importance of saving, we found a nonsignificant three-way interaction (b = -.01, SE = .30, t(987) = -.05, p = .963). Further analyses revealed that this was because the pattern of results was similar across the USA and the UAE subsamples. Specifically, we found that the financial literacy messages × salience of materialistic thoughts interaction was significant in both the USA subsample (b = .44, SE = .21, t(987) = 2.04, p = .042) and the UAE subsample (b = .42, SE = .21, t(987) = 1.98, p = .048). Accordingly, we ran spotlight analyses and found that financial literacy messages significantly increased the perceived importance of savings when materialistic thoughts were salient in both the USA subsample (b = .52, SE = .15, t(987) = 3.46, p < .001; Estimated value Neutral = 5.47, SE = .10, Estimated value Financial literacy = 5.98, SE = .11) and the UAE subsample (b = .48, SE = .15, t(987) = 3.22, p < .001; Estimated value Neutral = 5.64, SE = .11, Estimated value Financial literacy = 6.13, SE = .11), but not when they were not (Table 3).

INSERT_TABLE_3_ABOUT_HERE

Regressing financial optimism, we found a significant three-way interaction (b = .94, SE = .34, t(987) = 2.74, p = .006). Spotlight analyses revealed that financial literacy messages significantly lowered financial optimism in the UAE subsample at baseline levels (i.e., when materialistic thoughts were not salient) (b = -.63, SE = .17, t(987) = -3.68, p < .001; Estimated value Neutral = 3.49, SE = .13, Estimated value Financial literacy = 2.86, SE = .12). In contrast, financial literacy messages significantly heightened financial optimism in the UAE subsample when materialistic thoughts were salient (b = .41, SE = .17, t(983) = 2.40, p = .017; Estimated value Neutral = 2.79, SE = .12, Estimated value Financial literacy = 3.20 SE = .12).

Put differently, when UAE participants saw the posts promoting financial literacy, the salience of materialistic thoughts had a positive effect on financial optimism (b = .35, SE = .17, t(987) = 2.07, p = .039). However, when UAE participants saw the neutral posts, the salience of materialistic thoughts had a negative effect on financial optimism (b = -.69, SE = .17, t(987) = -4.06, p < .001). Financial literacy messages had no significant effect on financial optimism in the USA subsample whether materialistic thoughts were salient or not (Table 3).

Additional analyses on the three variables serving as possible alternative explanations for our hypothesized effects (namely, perceived importance of indulging, appeal of a western lifestyle, and perception of value conflicts) did not yield significant three-way interaction.

Further spotlight analyses did not reveal any meaningful result (Table 3).

Second-stage mechanism analyses: Direct effects of predictors on savings intention

Next, in a single regression predicting savings intention with the three experimental factors, the five mediators, the five covariates, and all the relevant interactions, perceived importance of saving (b = .07, SE = .01, t(982) = 10.29, p < .001) and financial optimism (b = effects") provides statistics on the other predictors, including the direct effects of the three experimental factors and their interactions.

Third-stage mechanism analyses: Indirect effects of predictors on savings intention through mediators

To conclude our moderated mediation analyses, we used a bootstrapping procedure with 5,000 samples to test the indirect effects of our three experimental factors on savings intention through the mechanism variables.

First, in support of H2, we found that financial literacy messages predicted savings intention through the perceived importance of saving when materialistic thoughts were salient in the USA subsample (estimate = .036, CI95: .013 to .063), but not when they were not (estimate = -.001, CI95: -.006 to .002). Because we observed the same pattern of results across the USA subsample and the UAE subsample, the index of moderated mediation was not significant (estimate = -.021, CI95: -.043 to .038). In fact, the indirect effect of financial literacy messages on savings intention through the perceived importance of saving when materialistic thoughts were salient was significant in the UAE subsample (estimate = .033, CI95: .011 to .055), but not when they were not (estimate = -.001, CI95: -.002 to .006). But given the absence of total effect in the UAE subsample, this result appears meaningless.

Second, in support of H4, we found that in the UAE subsample, financial literacy messages predicted savings intention through financial optimism at baseline levels (i.e., when materialistic thoughts were not salient) (estimate = .007, CI95: .006 to .034). Although we found a significant indirect effect when materialistic thoughts were salient (estimate = -.012, CI95: -.026 to -.002), the absence of total effect makes this result meaningless. Confidence intervals included zeros in in the USA subsamples. The index of moderated mediation was significant (estimate = -.027, CI95: -.043 to -007), suggesting that the indirect effect of financial literacy messages on saving intention through financial optimism was moderated by the salience of materialistic thoughts and the cultural context.

To test H6, we ran a separate bootstrapping procedure with 5,000 samples. We found that the salience of materialistic thoughts (vs. baseline levels) predicted savings intention through financial optimism when participants were exposed to financial literacy messages (estimate = -.010, CI95: -.023 to -.001), thus supporting H6. The index of moderated mediation was significant (estimate = -.027, CI95: -.053 to -007).

The confidence intervals of the indirect effects of financial literacy messages on savings intention through the three additional mechanism variables serving as possible alternative explanations included zeros in all cases, thus suggesting non-significance (see supporting information).

General Discussion

The findings of this research suggest that financial literacy messages are differently effective among U.S. consumers and Arab consumers depending on the salience of materialistic thoughts at the time of exposure. We found that the interplay between consumer materialism and exposure to financial literacy messages influences savings intention through different drivers among U.S. consumers and Arab consumers. Specifically, we found that among U.S. consumers, financial literacy messages had a positive impact on savings intention only when materialistic thoughts were salient in people's mind (H1) because saving was then perceived as more important (H2). Among Arab consumers, we found that financial literacy messages had a positive impact at baseline levels (i.e., when materialistic thoughts were not salient) (H3) because of lower levels of financial optimism (H4). Moreover, we found that as Arab consumers were exposed to financial literacy messages, the salience of materialistic thoughts (vs. baseline levels) lowered savings intention (H5) by inflating financial optimism (H6).

Theoretical Contributions

Our findings contribute to the literature investigating the effectiveness of financial literacy programs (e.g., [START_REF] Kaiser | Financial education affects financial knowledge and downstream behaviors[END_REF][START_REF] Lusardi | The economic importance of financial literacy: Theory and evidence[END_REF]2017). This research highlights the moderating role of the salience of materialistic thoughts when consumers receive financial literacy messages. Among U.S. consumers, we found that not promoting financial literacy could have detrimental consequences when the importance ascribed to material possession was at the forefront of consumers' thinking. In doing so, our research contributes to a better understanding of the influence of materialism on consumer attitude toward saving and spending. While existing research on the topic is plentiful (e.g., [START_REF] Donnelly | The Big Five personality traits, material values, and financial well-being of self-described money managers[END_REF][START_REF] Gladstone | Can psychological traits be inferred from spending? Evidence from transaction data[END_REF][START_REF] Richins | Materialism, transformation expectations, and spending: Implications for credit use[END_REF][START_REF] Yoon | Keeping the American dream alive: The interactive effect of perceived economic mobility and materialism on impulsive spending[END_REF], very few published articles have tackled this problem by examining the influence of materialism as a manipulated factor. As such, an important limitation of this line of research is that the causal link between materialism and savings behaviors could only be inferred but not empirically demonstrated. Our research provides actual evidence of causality while accounting for the effect of dispositional materialism as a controlling variable. Furthermore, our findings extend the cross-cultural literature into the area of savings behaviors and financial education interventions. In particular, our research sheds light on the behavior of the Arab consumer who has been dramatically understudied. In contrast to U.S. consumers, we found that financial optimism was a key construct to understand how Arab consumers responded to financial literacy messages. We argued that the pervasiveness of religion in many aspects of daily living in Arab-majority countries, in both the public and private spheres (Abu-Lughod, 1989;[START_REF] Deeb | Anthropologies of Arab-majority societies[END_REF], encouraged them to endorse a positive outlook toward their financial future. As such, our study highlights that although most existing research has focused on Western countries, and more specifically the United States, the behavioral mechanisms that apply there in the domain of personal finance do not necessary apply elsewhere.

Practical Implications

U.S. consumers. Although the effectiveness of financial education interventions is

often called into question [START_REF] Kaiser | Financial education affects financial knowledge and downstream behaviors[END_REF], putting a stop to them might dramatically interfere with consumers' commitment to save money. The research reported herein highlights that one key benefit of financial literacy messages is that, at the very least, they serve as a reminder of the importance of saving. In all likelihood, this benefit is impervious to the various forms that financial literacy programs can take (e.g., courses, advertisements, social media posts). This reminder appears particularly important when materialism is salient in people's mind. As such, policy makers would be well advised to broadcast financial literacy messages during commercial breaks and to advertise on social media (e.g., Instagram) alongside traditional brands.

In response to economic crises, governmental authorities may wish to relieve economic distress with direct transfers of money to households. For instance, the U.S. government enacted legislation in 2020-2021 to provide about $850 billion of stimulus checks to taxpayers to mitigate the loss of employment-based income and ease the economic damage from the pandemic (IMF, 2021). The findings from this research reveal that savings intention following an imaginary cash payment was rather high. Figure 1 suggests that most of it would be saved even in the absence of financial literacy messages. According to the U.S. Census Bureau's (2021) survey, most households used the first round of stimulus checks to pay for emergency expenses. However, that spending pattern changed for the second and third round of stimulus checks in favor of saving given the lasting uncertainty associated with the Covid-19 pandemic.

Arab consumers. By focusing on Arab consumers, we brought the spotlight on a set of developing countries involving a volume of consumers large enough to be economically relevant for transnational corporations, nonprofits with an international reach, and intergovernmental organizations that support financial literacy programs such as the OECD.

This means for instance that the same communication materials could be used for the hundreds of millions of individuals scattered throughout the Arab world (World Bank, 2021a). Within this perimeter, our findings highlight that the effectiveness of financial education interventions among Arab consumers is based on dampening their optimism toward their financial future. Therefore, boosting savings means for policy makers to bring consumers to the reality of the saving journey whereby consumers must acknowledge that their ability to achieve financial success depend first and foremost on their willingness to acquire the necessary financial knowledge and skills (Khenfer et al., 2017a;[START_REF] Lusardi | The economic importance of financial literacy: Theory and evidence[END_REF]2017).

Moreover, this research highlights the importance of the context in which Arab consumers receive information about short-term financial management and long-term financial planning. Financial literacy messages should be delivered in specific circumstances, that is, when materialistic thoughts are not salient in consumers' mind. In practice, policy makers and practitioners would be well advised not to promote financial literacy using advertising tools such as commercials because the surrounding advertisements (typically appealing to people's desire for material possessions) may very well activate materialist thoughts, and thus, undermine the effectiveness of financial literacy messages.

Limitations and Future Research

The primary limitation of the present research is that it relies on self-reports collected through a cross-sectional study; the implications are threefold. First, our findings pertain to savings intention following a cash payment unrelated to one's regular household income. Yet, receiving a sudden amount of money such as a bonus, an inheritance, or a stimulus check is atypical for most consumers who might rather conceive saving in terms of regular and consistent increments. Second, and relatedly, we measured savings intention based on imaginary money. Without the implications of dealing with actual money, the reality of savings behaviors following a cash payment may be different from the hypothetical situation participants faced in this study. Third, this study relied on an ad hoc exposure to a series of financial literacy messages. Financial literacy programs often spread across a certain period of time with repeated exposures to the same messages. While our research relies on a rigorous experiment, further research based on observational and longitudinal data would help strengthen its conclusions.

Furthermore, this research builds on the assumption that materialism motivates consumer spending, and thus, undermines their willingness to save money. However, the literature suggests that the relationship between materialism and money is more nuanced. For instance, [START_REF] Tatzel | Money worlds" and well-being: An integration of money dispositions, materialism and price-related behavior[END_REF] showed that looseness with money combined with high materialism predicted conspicuous spending whereas tightness with money combined with high materialism predicted bargain hunting. Likewise, Górnik-Durose and Pilch's (2016) work revealed two profiles of materialistic consumers with different attitude toward money and different spending preferences-one seeking immediate financial gains and ostentatious consumption, the other driven by anxiety and insecurity and seeking to protect themselves through consumption. In this research, we tested whether a mere reminder of one's preexisting material values could influence the effect of financial literacy messages on savings intention. This procedure was not designed to account for different types of materialism. Doing so may reveal different results than the ones presented here. For example, financial literacy messages may have stronger effects in the context of marketing tactics based on good-value pricing (e.g., everyday low pricing, sales promotions).

Abu-Lughod, L. (1989). Zones of Theory in the Anthropology of the Arab World. Annual Review of Anthropology, 18, 267-306. Angelini, V., & Cavapozzi, D. (2017). Dispositional optimism and stock investments. Journal of Economic Psychology, 59, 113-128. Arab Monetary Fund (2016). Financial Education in the Arab World: Strategies, Implementation, and Impact. Joint Arab Economic Outlook Report (October 2016). Atran, S., & Norenzayan, A. ( 2004). Religion's evolutionary landscape: Counterintuition,commitment,compassion,communion. Behavioral and Brain Sciences,27(6), 713-730. Notes. Between parentheses is standard deviation. Perceived SES (socioeconomic status) was measured using the mean score of three 7-point-scale items (see "control variables"). The proportions of participants identifying with "other nationalities" were all lower than 3.0%. Experimental factors were contrast coded: Financial literacy messages (neutral = -.5, financial literacy = .5), Salience of materialistic thoughts (not salient = -.5, salient = .5), Cultural context (USA = -.5, UAE = .5). Experimental factors were contrast coded: Financial literacy messages (neutral = -.5, financial literacy = .5), Salience of materialistic thoughts (not salient = -.5, salient = .5), Cultural context (USA = -.5, UAE = .5). 

Attia & Engelhardt (2016). Financial Education Initiatives in the Arab
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  .78, p < .001), and the perception of a conflict with the values promoted in the posts ("The values conveyed by the Instagram posts conflict with my own" and "My values clash with what the Instagram posts are about" 1 = Strongly disagree, 7 = Strongly agree; r = .83, p < .001).
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 1 Figure 1. Effect of financial literacy messages on savings intention moderated by the salience

  

Table 1

 1 

	Detailed demographics.		
		USA	UAE
	Sample size	500	500
	Gender	52.9% female	39.5% female
	Mean Age	38.5 (9.0)	37.3 (9.2)
	Perceived SES	3.91 (1.46)	3.81 (1.53)
	Nationality		
	US Americans	100%	-
	UAE nationals	-	24.6%
	Egypt	-	28.0%
	Syria	-	11.8%
	Jordan	-	10.4%
	Sudan	-	5.0%
	Morocco	-	3.0%
	Lebanon	-	3.0%
	Other nationalities	-	11.2%

Table 2

 2 Regression analyses on savings intention (total effects and direct effects).

		Total effects	Direct effects
	Predictors	b (SE)	b (SE)
	Intercept	.92 (.04)***	.59 (.07)***
	Financial literacy messages (Fin.)	.03 (.02) †	.01 (.02)
	Salience of materialistic thoughts (Mat.) -.03(.02) †	-.01(.02)
	Cultural context (Cont.)	-.04 (.02)*	-.03 (.02)
	Fin. × Mat.	.00 (.03)	-.01 (.03)
	Fin. × Cont.	-.03 (.03)	-.03 (.03)
	Mat. × Cont.	.03 (.03)	.02 (.03)
	Fin. × Mat. × Cont.	-.19 (.07)**	-.17 (.06)**
	Perceived importance of saving	-	.07 (.01)***
	Financial optimism	-	-.03 (.01)***
	Perceived importance of indulging	-	-.01 (.01)
	Appeal of a western lifestyle	-	.00 (.01)
	Perception of value conflicts	-	.00 (.01)
	Dispositional materialism	-.03 (.01)***	-.03 (.01)***
	Perceived socioeconomic status	-.01 (.01)	-.01 (.01)*
	Perceived competence	-.02 (.01)*	.02 (.01)
	Mood	-.02 (.02)	.00 (.00)
	Gender (0=Male, 1=Female)		-.02 (.02)
	R²	.05 F(12, 987) = 4.71, p < .001	.17 F(17, 982) = 12.03, p < .001
	Note.		

*** p < .001, ** p < .01, * p < .05, † p ≤ .10

Table 3

 3 Regression analyses on the mediating variables. ** p < .001, ** p < .01, * p < .05, † p ≤ .10

		Perceived importance of	Financial optimism	Perceived importance of	Appeal of a western	Perception of value
		saving		indulging	lifestyle	conflicts
	Predictors	b (SE)	b (SE)	b (SE)	b (SE)	b (SE)
	Intercept	6.42 (.21)***	3.55 (.23)***	2.42 (.26)***	3.44 (.27)***	2.59 (.22)***
	Financial literacy messages (Fin.)	.29 (.08)***	-.08 (.09)	-.06 (.10)	-.00 (.10)	-.21 (.08)*
	Salience of materialistic thoughts (Mat.)	-.33(.08)***	-.09 (.09)	.04 (.10)	.11 (.10)	.06 (.08)
	Cultural context (Cont.)	.09 (.08)	.00 (.09)	.82 (.10)***	-1.55 (.11)***	1.17 (.09)***
	Fin. × Mat.	.43 (.15)**	.57 (.17)***	-.10 (.19)	-.05 (.20)	.27 (.17) †
	Fin. × Cont.	-.03 (.15)	-.06 (.17)	-.30 (.19)	.11 (.20)	.26 (.17)
	Mat. × Cont.	.09 (.15)	-.15 (.17)	-.05 (.19)	-.17 (.20)	-.24 (.17)
	Fin. × Mat. × Cont.	-.01 (.30)	.94 (.34)**	.12(.39)	.71 (.40) †	-.13 (.33)
	Dispositional materialism	-.05 (.04)	-.28 (.05)***	.56 (.06)***	.39 (.06)***	.15 (.05)**
	Perceived socioeconomic status .08 (.03)**	.08 (.03)**	-.09 (.04)*	-.06 (.04) †	-.01 (.03)
	Perceived competence	-.20 (.03)***	.16 (.04)***	.03 (.04)	-.06 (.04)	.06 (.04)
	Mood	.00 (.02)	-.06 (.02)**	.03 (.02)	.03 (.02)	.01 (.02)
	Gender (0=Male, 1=Female)	-.00 (.07)	-.14 (.09)	.12 (.10)	-.37 (.10)	-.28 (.09)**
	Conditional effects of financial literacy messages				
	Mat. = Not salient Cont. = USA	.09 (.15)	-.10 (.17)	.17 (.19)	.15 (.20)	-.531 (.17)**
	Mat.= Salient Cont. = USA	.52 (.15)***	-.00 (.17)	.01 (.19)	-.26 (.20)	-.17 (.17)
	Mat.= Not salient Cont. = UAE	.06 (.15)	-.63 (.17)***	-.19 (.19)	-.11 (.20)	-.18 (.17)
	Mat. = Salient Cont. = UAE	.48 (.15)**	.41 (.17)*	-.23 (.19)	.20 (.20)	.02 (.17)
	R²	.08 F(12, 987) = 7.05, p < .001	.10 F(12, 987) = 8.83, p < .001	.19 F(12, 987) = 19.75, p < .001	.19 F(12, 987) = 17.72, p < .001	.22 F(12, 987) = 23.00, p < .001
	Note.					

*

Table S1 .

 S1 Instagram posts.

	Table S3. Structure Matrices 5.				
	USA		Component	UAE	Component	Pooled	Component
	sub-sample	1 2 3 4 5 6 7	sub-sample	1 2 3 4 5 6 7	sample	1 2 3 4 5 6 7
	MVS_H_4 ,749	,568	MVS_H_4 ,766		Mat_H_4 ,749	,568
	MVS _S_2 ,731 Financial-literacy condition MVS_S_5 ,721	MVS_H_2 ,729 MVS_C_4 ,695	,410	Mat_S_2 ,731 Mat_S_5 ,721
	MVS_C_4 ,706		MVS_C_3 ,694		Mat_C_4 ,706
	MVS_H_2 ,690	,597	MVS_S_2 ,675		Mat_H_2 ,690	,597
	MVS_S_1 ,684		MVS_S_5 ,675		Mat_S_1 ,684
	MVS_S_4 ,681		MVS_S_1 ,663		Mat_S_4 ,681
	MVS_C_3 ,674		MVS_H_5 ,656		Mat_C_3 ,674
	MVS_H_5 ,670	,561	MVS_S_4 ,553		Mat_H_5 ,670	,561
	FI_3	,899		FI _3	,903		FI _3	,899
	FI_1	,893		FI _1	,890		FI _1	,893
	FI_2	,892		FI _2	,876		FI _2	,892
	FI_4	,700		FI _4	,787		FI _4	,700
	PC_1	,823	PC_1	,797		PC_1	,823
	PC_2	,788	PSS_2	,773		PC_2	,788
	PSS_2	,746 ,492	PSS _3	,757		PSS_2	,746 ,492
	PSS _1	,691 ,634	PC_2	,737		PSS_1	,691 ,634
	PSS _3	,690	PSS _1	,696	,564	PSS_3	,690
	MVS_H_1R		,700	MVS_C_5R	,775	Mat_H_1R	,700
	MVS_H_3R		,671	MVS_C_1R	,722	Mat_H_3R	,671
	MVS_C_2R			MVS_S_3R	,629	Mat_C_2R
	MVS_C_5R		,750	MVS_H_1R	,662	Mat_C_5R	,750
	MVS_C_1R		,739	MVS_H_3R	,661	Mat_C_1R	,739
	MVS_S_3R		,601	MVS_C_2R		,465	Mat_S_3R	,601
	AWL_1		,913	PVC_2		,935	AWL_1	,913
	AWL _2		,909	PVC_1		,928	AWL_2	,909
	PVC_2		,923	AWL_2		,895	PVC_2	,923
	PVC _1		,918	AWL_1		,892	PVC_1	,918

Conditional indirect effects of promotion of financial literacy on savings intention through the mechanism variablesTable S6 .

 S6 Conditional indirect effects of promotion of financial literacy on savings intention through perceived importance of savings and financial optimism.

		Perceived importance of saving	Financial optimism
		95% CI	95% CI
	Relevant values of the moderators				
		Lower limit	Upper limit	Lower limit	Upper limit
	USA subsample and materialism not salient	-.011	.023	-.007	.013
	USA subsample and materialism salient	.012	.062	-.010	.009
	UAE subsample and materialism not salient	-.015	.025	.006	.034
	UAE subsample and materialism salient	.011	.055	-.026	-.002

Table S7 .

 S7 Conditional indirect effects of promotion of financial literacy on savings intention through perceived importance of indulging, appeal of a western lifestyle, and perception of value conflicts.

		Perceived importance	Appeal of a western	Perception of
		of indulging	lifestyle	value conflicts
		95% CI	95% CI	95% CI
	Relevant values of the						
	moderators	Lower	Upper	Lower	Upper	Lower	Upper
		limit	limit	limit	limit	limit	limit
	USA subsample and materialism not salient	-.006	.002	-.002	.005	-.008	.006
	USA subsample and materialism salient	-.037	.003	-.005	.002	-.004	.003
	UAE subsample and materialism not salient	-.002	.007	-.004	.003	-.004	.003
	UAE subsample and materialism salient	-.002	.008	-.002	.006	-.003	.003

The Arab world refers to

countries and includes Algeria, Bahrain, Comoros, Djibouti, Egypt, Iraq, Jordan, Kuwait, Lebanon, Libya, Mauritania, Morocco, Oman, Palestine, Qatar, Saudi Arabia, Somalia, Sudan, Syria, Tunisia, the United Arab Emirates and Yemen (World Bank, 2021a).

Display of the outcome variable to participants

Herche, J., & Engelland, B. (1996). Reversed-polarity items and scale unidimensionality. Journal of the Academy of Marketing Science, 24(4), 366-374.

This research was funded by research support from Zayed University (grant number: R19062) and the ADEK Award for Research Excellence (grant number: AARE 2018-075).

Details on the exploratory factor analyses

We ran three promax rotated exploratory factor analyses (EFA) on the USA and the UAE subsamples separately and then on the pooled sample. We sought to provide preliminary evidence that items loaded similarly on the designated scales (i.e., two or more itemsdispositional materialism [MVS], financial optimism [FO], appeal of a western lifestyle [AWL], perception of value conflict [PVC], perceived socioeconomic status [PSS], and perceived competence [PC]; Table S2) across cultural settings. In the three EFAs, extraction was based on eigenvalues (principal component analysis) and consistently yielded seven components and very similar structure matrices (Table S3). Of note, the items for perceived socioeconomic status and perceived competence loaded onto the same component; this may be due to the fact that these items were presented in a row on the same webpage. Moreover, we observe that the MVS non-reversed items and reversed items loaded onto different components. While issues related to using reversed items regarding unidimensionality of scales are common 3 , indices of scale reliability were satisfactory (αUSA = .88, αUAE = .79, αPooled = .85). 

Regression analyses without the covariates

Table S4. Regression analyses on savings intention (total effects and direct effects) without the covariates